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ABSTRACT
The objective of this study is twofold: to build upon the thin
body of academic experimental research in the field of
Integrated Marketing Communications (IMC), and to
provide practitioners with methods they can use to test the
effectiveness of marketing communication campaigns.
On the first account, significant results were observed for
attitude toward the ad (Aad), but only for a subset of the
sample. Despite this, the experiment provides a framework
for future academic studies of IMC effects and suggests
specific ways that methods can be refined in future
experiments.
On the second account, the study’s design suggests
opportunities for practitioners. Smaller brands could employ
some of the methods described here to inexpensively
measure the relative effectiveness of alternative marketing
communications campaigns. Larger brands could also benefit
if the study spurs efforts among managers and their vendors
to work more closely to better coordinate their marketing
communications efforts.

INTRODUCTION
This study described in this article builds on existing literature in the field of Integrated Marketing
Communications (IMC) by applying experimental techniques to study IMC effects at a tactical level.
As the literature review indicates, the use of experimental methods is very rare in the IMC field.
This approach may help pave the way for future research to refine the IMC concept and provide
practitioners with more guidance in the development of effective marketing campaigns.
LITERATURE REVIEW
The term “IMC” came into wide usage in the late 1980s (Schultz, Tannenbaum, and Lauterborn,
1993). Almost since its inception, however, critics have been vocal in their views. Wolter noted that
the field suffered from ambiguity in terms of its definition and practice (1993). Spotts et al. said IMC
“misrepresents the nature of marketing and systematically ignores at least 60 years of marketing
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literature” (1998, p. 210). Cornelissen and Lock charged that the concept is simply a management
“fashion” (2000, p. 10) that lacks a solid theoretical base.
Years later, some of IMC’s earliest proponents admit that “IMC is not yet a theory” (Kitchen 2000a,
p. 17). Gould (2000) agreed that IMC is still an evolving field, still undergoing a process of definition
and redefinition. And Duncan (2002) agreed that IMC must be critically examined and challenged as
it evolves.
Much of the debate noted above is at the theoretical level, with writers contributing different
perspectives. In a descriptive study of IMC practices, Kitchen, Kim and Schultz (2008) found that,
far from being a “fad,” IMC concepts were being adopted in a growing diversity of geographic settings
worldwide, but that the field still suffers from a lack of “definitional acceptability” (p. 549). Kliatchko
(2008) agreed with this weakness and provided a thorough review of the theoretical foundations and
definitional issues and proposed an alternative model that built on earlier attempts. Most recently,
Kitchen and Schultz (2009) advocated an aggressive new research agenda for IMC based on the
rapidly changing technology of mass media.
As noted above, 20 years of literature tradition have now provided a foundation for the basic
meaning of the IMC concept, although it is also clear that the concept continues to evolve. As far
back as the early 1990s, there was a general consensus that that all aspects of a brand’s relationship
with a consumer must be considered, not just the traditional promotion (marketing communications)
vehicles of advertising, direct marketing, sales promotion, public relations and personal selling
(Duncan 1994; Schultz et al. 1993; Stewart 1996).
Phelps and Johnson (1996) identified the concepts of “one voice” and “coordinated” as particularly
important elements of their view of IMC. Schultz et al. (1993) also suggested that this type of
coordination of marketing communications messages is becoming more important due to the
complexity of consumer information processing of competing brand stimuli in today’s rapidly
changing mass communication environment.
A number of descriptive research studies have also contributed to the IMC tradition by studying
IMC’s application by practitioners in different fields, including environmental advertising (Carlson,
Grove, Laczniak and Kangun, 1996) and consumer goods and services (Reid, 2005) as well as services
marketing (Carlson, Grove and Dorsch 2003; Grove, Carlson and Dorsch, 2002). Edmiston-Strasser
(2007) surveyed U.S. colleges and universities to gauge their views and adoption of IMC practices in
communications efforts on behalf of their institutions. Descriptive research has also explored IMC
adoption in different geographic regions, including the U.S., U.K., New Zealand, Australia and India
(Kitchen and Schultz, 1999), and a follow-up study examining the U.S., South Korea, and the U.K.
(Kitchen, Kim and Schultz, 2008). Kitchen, Spickett Jones and Grimes (2007) also conducted
qualitative descriptive research of different IMC-related agency fields, specifically advertising and
public relations, using in-depth interviews to find that some barriers to IMC acceptance still existed,
particularly among client firms. Kerr, Schultz, Patti and Kim (2008) also examined IMC perceptions
from a marketing educator’s point of view in a 17-nation study that analyzed course syllabi to gain
an understanding of how IMC is being described in the classroom.
An important milestone in IMC’s literature tradition came in a white paper created by a group of
IMC academics and professionals in 2004 (Duncan, 2004). That document built on the “one voice”
and multiple media notions, but also went on to emphasize that all relationship “touchpoints”
between a marketer and consumer impact brand equity (Duncan, 2004). The white paper also
highlighted the importance of interactive two-way communication between marketers and
consumers and recognition that IMC is an ongoing process (Duncan, 2004).
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Kitchen, Brignall, Li and Spickett Jones (2004) also provided a summary statement of the basic IMC
concept when they suggested, “In its practical guise, IMC attempts to combine, integrate, and
synergize elements of the communications mix, as the strengths of one are used to offset the
weaknesses of others” (p. 20).
For the purposes of this article, however, Schultz and Kitchen (2000b) is particularly instructive. In
their text Communicating Globally: An Integrated Marketing Approach, the authors proposed a fourlevel model of IMC adoption (see Figure 1 below).
Figure 1
Different Levels of IMC Implementation

Level 4

Level 3

Level 2

Level 1

Financial and
Strategic Integration

Application of
Information Technology

Redefining the Scope of
Marketing Communications

Tactical Coordination of
Marketing Communications

Source: Communicating Globally: An Integrated Marketing Approach,
Schultz, Don E. and Philip J. Kitchen (2000), London, UK: Macmillan Press Ltd.

Using the Schultz and Kitchen model as a guide, this study seeks to study IMC effects at the
“tactical coordination” and “redefining the scope” levels. At these levels, the focus is on the “the
coordination of all the elements of marketing communications to achieve synergy and consistency”
(level one) and on “broadening the scope of marketing communications to include all possible contact
points” (Kliatchko, 2008, pp. 153-154). According to Kitchen et al. (2004), many marketing
communications efforts in recent years have tended to be concentrated at level one or level two.
This, in itself, should be considered a success for IMC proponents, but Kitchen et al. (2004) suggested
that only a minority of organizations have progressed to the highest levels of IMC adoption that
should lead to optimal effectiveness, including a more sophisticated integration and interpretation of
consumer data to refine marketing communications messages (level three), to the highest order level
(four) where consumer interaction with communications messages are constantly monitored, refined,
and linked directly to financial performance.
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Another perspective on the focus of this study comes from Nowak and Phelps (1994). They suggested
that IMC can be studied from a more tactical perspective (within specific communication message
executions, such as an advertisement), or from a more strategic perspective (such as the use of
multiple different media tools in a campaign).
Using the Nowak and Phelps (1994) perspective as another guide for this study, its focus will be on
studying IMC effects from a more strategic point of view, examining the impact that different
campaigns, using different numbers of media tools as well as different levels of visual consistency.
While some might suggest that the focus of the study is too narrow (only on Kitchen et al.’s first two
levels and only from Nowak and Phelps’ strategic perspective), there is a precedent in the literature
to suggest that such a focus has value. As Kitchen and Schultz (2009) argued,
Perhaps the most critical issue in the ongoing development of IMC is how the communicator
can understand, explain or manage the perceived synergy between various communication
alternatives…there is a need for some measure(s) of synergy or the combined effect of the
elements being used. Understanding how various communications activities work together or
in combination is one of the most critical issues facing IMC today (Kitchen and Schultz, 2009,
p. 201).
Phelps, Plumley and Johnson (1994) also described a need to look at IMC practices at a
tactical level when they observed, “What remains to be examined is whether the goals to
concurrently influence image perceptions and behaviors are being implemented in the execution of
the messages” (p. 144).
There is also evidence in the literature (Semenik, 2002) that the narrow focus of this study
represents a significant methodological challenge: “…measuring the complex interaction of all the
promotional mix elements is very, very complicated and may be beyond the methodological tools
available at this time” (p. 545).
At the urging of these writers, this article will attempt to address the challenges outlined above and
as a result, describe an experiment testing the synergies and complex interaction of different
marketing communications messages and their impact on perceptions and behaviors.
A Proposed IMC Tactical Model
To synthesize the IMC concept at the tactical level into a testable model for this study, the focus was
placed on two principles of the IMC concept discussed above.
The first dimension of the model, media “palette,” is drawn from the work of Sasser, Koslow and
Riordan (2007, p. 237), who conducted a descriptive study of advertising agencies. They found that
the perceived creativity of campaigns was positively correlated with a larger number of media tools,
or in their terms, a broader palette. For the purposes of this study, a narrower media palette would
suggest a smaller number of different media tools being used in a campaign. A broader palette
would suggest a higher number of different media tools used in a campaign, and be more consistent
with the view of Schultz et al. (1993) and Duncan (2004) that IMC coordinates all sources of a
brand’s contact with consumers including its design, its packaging, and all of its marketing
communications. At the highest end of the continuum, the media palette would include everything
from the design of the product to its packaging to all of its marketing communications efforts.
The second dimension of the model, message visual consistency, is based on Stewart’s (1996)
suggestion that IMC requires clarity and consistency between marketing communications stimuli,
and Duncan (1994), who argued that that they should have a consistent voice and look. This visual
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consistency continuum ranges from one extreme where a given product message is executed across
multiple media in a highly consistent visual manner in terms of color schemes, typefaces, logo
treatments and other design elements from packaging to websites, direct marketing, advertising,
and all other touchpoints. On the other extreme, the same product strategic message would feature
a more diverse, much less visually-consistent, set of executions across the touchpoints.
To visualize the interaction of these two concepts in the model, a two-dimensional diagram is
proposed in Figure 2 below, with the media palette, or number of media, represented by the vertical
axis and level of message visual consistency represented by the horizontal axis. A synthesis of the
IMC concept derived from the literature suggests that an optimal IMC tactical condition could be
represented by a position in the extreme upper right hand quadrant of the diagram. This would be
characterized by the use of broader media palette, coupled with a high degree of message visual
consistency across all the different media vehicles employed.
Figure 2
A Proposed Model of the IMC Concept at the Tactical Level
Number of Media
High
(a broader palette of media)

IMC
Visual
Consistency

High

Low

(stronger visual
consistency among
MC materials)

(weaker visual
consistency among
MC materials)

Low
(a narrower palette of media)

RESEARCH QUESTION
Based on these beliefs, IMC proponents suggest that marketers using an IMC tactical approach
should enjoy more positive effects versus a traditional marketing communications approach.
Unfortunately, very little experimental research work has been conducted to test the validity of this
suggestion. The literature includes only two experimental studies (McGrath, 2005; 2010), that tested
for IMC effects in campaigns that featured different levels of visual consistency. The 2005 study
found that a campaign that featured more consistent visual features resulted in more positive
attitudes toward the brand featured in the campaign, although the effects were not significant for
recall measures. The 2010 study focused on IMC effects at a deeper cognitive level using means-end
analysis, but did not find significant differences between IMC and non-IMC conditions.
This study builds on McGrath’s (2005) experiment by using a different methodology, a much larger
sample size and an expanded set of hypothesis using more than brand attitude and recall measures.
It is also a sister study of McGrath’s (2010) experiment using the same pretests and stimulus
material, but focusing on attitudinal, behavioral intention, and recall measures rather than the
deeper cognitive measures used in that study. As a result, three hypotheses were developed, seeking
to test the effects of IMC versus traditional marketing communications efforts using some commonly
accepted persuasion effectiveness measures, including attitude toward the ad (Aad), attitude toward
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the act of purchasing the brand (Aact), attitude toward the advertised brand (Ab), behavioral
intentions toward the brand (BI), and recall of key aspects of the marketing communications
message.
The first hypothesis deals with attitudes:
H1a: Attitudinal measures (Aad , Ab, Aact) for a given brand will be more favorable in response
to a set of marketing communications stimuli that employ a broad media palette with a
high degree of visual consistency than for those that have a narrower media palette
and/or less visual consistency.
The second hypothesis mirrors the first, but tests for another commonly accepted measure for testing
marketing communications effectiveness, behavioral intentions:
H1b: Behavioral intentions (BI) toward a given brand will be more favorable in response
to a set of marketing communications stimuli that employ a broad media palette
with a high degree of visual consistency than for those that have a narrower media
palette and/or less visual consistency.
The third hypothesis employs another standard measure of effectiveness, message recall:
H1c: Aided and unaided recall of key aspects of the marketing communications message
for a given brand will be more favorable in response to a set of marketing
communications stimuli that employ a broad media palette with a high degree of
visual consistency than for those that have a narrower media palette and/or less
visual consistency.
METHODS
Test Product Selection and Development
To address the hypotheses, an experimental design was adopted using a series of three studies. The
series included two pretests prior to the administration of the main study. Two test products were
selected and developed. Fictitious brands were created due to the difficulty in securing stimulus
materials from existing brands that would have satisfied exactly the manipulation requirements of
the study, and because fictitious brands helped eliminate bias toward or against existing brands.
The literature on product involvement was consulted to determine appropriate types of products.
Hupfer and Gardner (1971) and Laurent and Kapferer (1985) provided a useful reference, although
Zaichkowsky’s (1994) work provided the most practical application, with the Personal Involvement
Inventory (PII). This tool measures consumer involvement levels for different classes of products.
Applying Zaichkowsky’s PII to the present study, test products representing average involvement
levels were selected: facial tissues and pain relievers.
Next, fictitious brand names were created for each of these test products using a qualitative
exploration with two requirements. First, the brand names must be appropriate for the type of
product featured and offer a positive connotation, and second, they must be unique and not currently
used by existing brands. Two brand names were generated that met these requirements: “Softies”
facial tissue and “Relief-24” pain reliever. The first step in this process was a qualitative exploration
of appropriate fictitious brand names. Three basic requirements were identified for the development
of appropriate names. First, the name should be consistent with the primary benefit offered by each
type of product. Second, the brand name should be appropriate for the type of product featured (i.e.,
it should offer a positive connotation of the product, and not make it appear inferior in quality to
existing brands). Third, the name should be unique and not currently used by any existing brands to
which subjects may have been exposed.
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To meet the first requirement, informal research was conducted to identify the key benefits
consumers look for in facial tissues and pain relievers. The research indicated that these benefits
were “softness” for facial tissues and “lasting pain relief” for pain relievers. Based upon the
identification of these benefits, a thesaurus was consulted to provide a variety of possible synonyms
for elements of the terms “softness” and “lasting pain relief.” Using these synonyms, a short list of
alternatives was generated, including “Softies” and “Smoothies” for the facial tissue brand and
“Relief-24,” “Relief 1-2-3,” and “Pain-Ease” for the pain reliever. Informal interviews were then
conducted with faculty colleagues to select the name which was deemed most appropriate. The
consensus choices of these groups were Softies and Relief-24. An internet search of these names was
then employed to determine whether they were currently being used by any existing brands. This
search failed to identify any existing brand names which matched or approximated Softies or
Relief-24.
Finally, a professional graphics artist developed packaging for each test brand, as well as two sets of
stimulus materials for each brand. One set was designed to be very visually consistent from one
piece to another, in accord with the IMC concept. The other set of materials was designed to be less
visually consistent. Each set of materials included four stimuli.
The first of stimulus materials consisted of complete websites. The websites included a home page,
as well as operational hyperlinks to three other pages of content materials including consumer
testimonials, uses for the products, and free sample offers. The copy presented in all these pages was
exactly the same. The presentation of these pieces varied according to visual consistency condition:
in the high consistency condition, they included visuals highly consistent with those presented on the
packaging and with the other accompanying stimuli; in the low consistency condition, they featured
the same copy, but with visuals that were not as highly consistent. The websites were posted on the
server at the researcher’s university, and could be accessed by subjects at the computers at their test
station in the lab. These items were intended to represent the medium of internet websites and were
described as a “prototype of the type of website you might see should this product ever be introduced
on the market.”
The second set of stimulus materials consisted of 8.5 x 11-inch four-color simulated print advertising
promoting the two test brands. The nature of these pieces varied according to the visual consistency
conditions: in the high visual consistency condition, they included specific copy items and graphic
design elements highly consistent with those featured in the brand’s packaging. In the low visual
consistency condition, the ads featured the same exact copy points, but with visuals that were not as
consistent with the brand packaging and the other accompanying stimuli as those materials in the
high visual consistency condition. These pieces of stimuli were intended to represent the medium of
print advertising, and were described using the standardized script as a “prototype of an ad that
might appear for this brand in popular magazines should this product ever be introduced on the
market.”
The third set of stimuli consisted of four-color tri-fold 8.5 x 11-inch brochures. In a manner similar to
that described for the websites and print ads noted above, the presentation of these pieces varied
according to visual consistency condition: in the high consistency condition, they included visuals
highly consistent with those presented on the packaging and with the other accompanying stimuli; in
the low consistency condition, they featured the same copy, but with visuals that were not as highly
consistent. These pieces were intended to represent the medium of direct marketing, and were
described by the researcher as a “prototype of the type of direct mail piece you might receive in the
mail should this product ever be introduced on the market.”
The fourth set consisted of coupons designed to replicate those found in freestanding inserts in
newspapers. The presentation of these pieces also varied according to the visual consistency
condition in a manner consistent with the materials noted above. These pieces were intended to
represent the medium of consumer sales promotion and were described by the researcher as “the
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type of coupon you might see in a Sunday newspaper coupon section should this product ever be
introduced on the market.” Figure 3 below summarizes the stimulus materials for each condition.
Figure 3
Visual Consistency Manipulation Overview: Stimulus Materials for Each Condition
Website

Print Ad

Direct Mail

Coupon

Facial Tissue Test Brand

High Visual
Consistency
Condition

Low Visual
Consistency
Condition

Pain Reliever Test Brand

High Visual
Consistency
Condition

Low Visual
Consistency
Condition
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VISUAL CONSISTENCY PRETEST
This pretest was designed to determine if the stimulus materials accomplished the goal of creating
two different message visual consistency conditions (high versus low consistency). It employed a
2 (message visual consistency) x 2 (product) factorial design with visual consistency as a withinsubjects variable and product as a between-subjects variable. Two sets of stimulus materials were
exposed to subjects, who were then asked to evaluate the materials. Subjects were either shown two
sets of pain reliever materials or two sets of facial tissue materials. Two questionnaire instruments
were employed to measure subject evaluations. The approach was consistent with the pretest
methodology used by Goldberg and Gorn (1987) to select television commercials with different levels
of emotional appeal.
To collect measures, a perceived visual consistency scale was developed. Each of the three items in
the scale employed seven-point bipolar semantic differential scales. The first item asked for subjects’
perceptions of the “visual appearance of the materials.” It was anchored by the statements: “very
inconsistent/very consistent.” The second item asked for perceptions of the “messages contained in
the materials” and was anchored by the same statements. The third item asked for perceptions about
the “overall tone and personality portrayed by the materials” and was again anchored by the same
bipolar statements.
Forty-nine subjects were recruited for this study from among the population of students at a small
university in the United States. The students were all undergraduates between the ages of 18 and
25, primarily enrolled in introductory liberal arts courses. This size sample was consistent with the
Goldberg and Gorn (1987) commercial pretest noted earlier.
Half of the subjects were exposed to the materials for the Softies brand and half were exposed to the
material for Relief-24. The stimulus material presentation order was identical: each group was
exposed to the low visual consistency set of materials first, followed by the administration of the first
questionnaire to measure their evaluations of the materials.
The results indicated a statistically significant main effect for visual consistency, with the mean
visual consistency score for the high visual consistency materials (M = 6.08, SD = .744) significantly
greater than the mean visual consistency score for the low visual consistency materials (M = 4.54,
SD = 1.69), F (1, 47) = 36.2, p <.001. This pretest confirmed that subjects perceived that the
stimulus materials in the high visual consistency conditions were more consistent in visual
appearance and those in the low visual integration conditions.
AFFECT PRETEST
This pretest was designed to ensure that affect levels were balanced in each of two visual consistency
conditions. It employed a within-subjects experimental approach. All subjects were exposed to a
series of 16 different pieces of MC stimulus materials. A series of 16 questionnaires were
administered to subjects, one after the exposure of each piece of stimulus material. Each
questionnaire was identical and employed three scales.
The first scale was designed to measure Aad, using one employed by Hastak and Olson (1989) in a
study of consumer cognitive structures. The second scale was adapted from one used by Kamp and
MacInnis (1995) in their study of the emotions portrayed in television spots. The third scale was also
adapted from the work of Kamp and MacInnis (1995) and was designed to measure “overall
impressions of the ad.” It featured three semantic differential items. The first asked for subjects’
“reactions to this ad,” and provided a seven-point evaluation scale anchored by the terms “bad
impression/good impression.” The second item asked subjects “to what degree to you feel positively
toward this ad,” and provided a seven-point evaluation scale anchored by the terms “very
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negative/very positive.” The third item asked “overall, how well do you like this ad?” It provided a
seven-point scale anchored by the terms “dislike very much/like very much.”
Thirty-two subjects were recruited for this study from among the same population of undergraduate
students at the same university noted above.
A paired samples t test was conducted for each of the corresponding eight sets of stimulus materials
(i.e., low visual consistency Softies print ad versus high visual consistency Softies print ad). Results
of this pretest confirmed there was no statistically significant difference in the mean overall attitude
scores for six of the eight sets of materials. For the two pairs for which there was a statistically
significant difference, mean scores were higher for low visual integration pieces than for high
integration pieces at the p = .003 and p = .000 levels.
MAIN STUDY
Main Study Methods and Sample
This study was designed to test the three hypotheses noted earlier. The experimental design
reflected the graphic visualization of the IMC model at the tactical level noted earlier in Figure 2,
incorporating experimental conditions representing each of the four quadrants of the figure. The
design set up a test of whether effects of the IMC quadrant/condition differed from effects caused by
the other three quadrants/conditions. This study employed a 2 (high versus low visual consistency-within subjects) x 2 (high versus low number of media--between subjects) x 2 (pain reliever product
versus facial tissue product--within subjects) repeated measures design.
As indicated above, this study manipulated two independent variables: number of media vehicles
used and message visual consistency.
The number of media operationalization was based on a manipulation of the number and type of
different media stimuli presented to subjects. Specifically, in the high number of media conditions,
the product package plus four different pieces of stimuli were presented. In the low number of media
conditions, the product package and only two stimuli were presented. The different types of possible
stimulus materials consisted of a website, a print ad, a direct mail piece, and a coupon. This
operationalizati
on is outlined in Figure 4 below.
Figure 4
Number of Media Manipulation Overview: Stimulus Materials for Each Condition
High Number of Media

(broader media palette)

- Package + 4 different media (presented in different sequences to control for order effects)
1) Website and…
2) …and Print Ad…
3) …and Direct Mail Piece…
4) …and Coupon
Low Number of Media (narrower media palette)
- Package + 2 different media (presented in different sequences to control for order effects)
1) Website… or Print Ad…or Direct Mail Piece…or Coupon
2) Website …or Print Ad…or Direct Mail Piece…or Coupon
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The visual consistency operationalization was based on a manipulation of graphic design elements.
For example, in the low visual consistency condition, the website featured the same exact copy, but
with visuals which were not as visually consistent with the brand package and the other
accompanying stimuli as those materials in the high visual consistency condition. This
operationalization was outlined earlier in the article in Figure 3.
Five dependent variables were measured: attitude toward the ad, Aad; attitude toward the brand, Ab;
attitudes toward the act of buying, Aact; behavioral intentions to purchase, BI; and unaided recall of
key aspects of the stimulus materials. As noted earlier, these variables were measured using the
repeated measures of the first and second questionnaire instruments. Aad was operationalized by a
technique used by Hastak and Olson (1989). Four semantic differential items were included on the
questionnaire instrument. The coefficient alpha for this scale was .90 for the first questionnaire and
.92 for the second questionnaire, averaging .91. Ab was operationalized in a manner consistent with a
technique used by Batra and Stayman (1990) employing 10 semantic differential questionnaire
items. The coefficient alpha was .94 for the first questionnaire and .94 for the second questionnaire,
averaging .94. Aact was operationalized using the same three semantic-differential questionnaire
items employed by Mitchell (1986). The coefficient alpha for this scale was .91 for the first
questionnaire and .91 for the second questionnaire, averaging .91. BI was operationalized in a
manner consistent with the technique employed by Olson et al. (1982). A single five-point Likert-type
questionnaire item was employed, anchored by the expressions “not likely at all” and “very likely.”
Unaided recall was operationalized via responses to three open-ended questionnaire items. These
items measured subjects’ ability to correctly recall critical aspects of the test stimulus materials.
Responses for the questions were coded independently by two judges. The judges agreed on 515 of a
total of 576 coding decisions, yielding and inter-coder reliability rating of 89.4%. All coding
differences were resolved by mutual agreement of the two judges.
Two manipulation checks were also incorporated into the questionnaire instruments. The first was
designed to measure the involvement level of the test brands as perceived by the subjects to ensure
that the selection of a pain reliever and facial tissue represented products of relatively average – and
equal – involvement level. The second was designed to measure the perceived message visual
consistency of the high versus low consistency stimulus materials.
Involvement was operationalized through the use of Zaichkowsky’s (1994) PII described earlier. The
coefficient alpha for this scale was .88 for the first questionnaire and .91 for the second
questionnaire, averaging .90.
Perceived visual consistency was operationalized using two scales. First, the visual consistency scale
used as one of the primary measures in the first pretest was employed again in this study. The
coefficient alpha for this scale was .88 for the first questionnaire and .85 for the second
questionnaire, averaging .87.
A sample of 144 subjects was recruited for this study from among a similar population of
undergraduate students at the same university as described in the pretests. Subjects were offered
course credit in an introductory Psychology course in exchange for their participation. There was a
significant skew in the sample toward female participants. Females represented 69.4% of all subjects
and males 30.6%. This female skew was not mirrored in either of the two pretests, both of which
featured relatively balanced male/female ratios. The mean age of subjects was 19.2.
Main Study Procedure
In the first step of the process, subjects were exposed to the test brand package for either Softies or
Relief-24 as well as to the first set of stimulus materials, balanced in presentation exposure to control
for order effects. Following the exposure of the first set of stimuli, the first questionnaire instrument
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was administered, designed to measure the attitudinal and behavioral effects of the exposure to first
set of test stimuli. In the second step, subjects were exposed to the second test brand package and the
second set of stimulus materials, again balanced for presentation order, followed by the
administration of the second questionnaire instrument. This questionnaire was similar to the first
instrument noted above, except that it also included items designed to measure subject recall of the
brand name, main theme, and number of pieces of media presented.
Twenty different presentation orders were used, as depicted below in Figure 5 below. The variety of
different orders controlled for order effects on three different levels. On the first level, the
presentation order of the test brands was balanced with 72 subjects exposed to Softies first and the
remaining 72 exposed to Relief-24 first. On the second level, the presentation order of design
consistency conditions was also balanced with 72 subjects being exposed to a high design consistency
condition first and 72 being exposed first to a low design consistency condition. Finally, on a third
level, media presentation order was also balanced to ensure that each type of medium (print ad,
coupon, direct mail piece, and website) was exposed in a systematic manner to ensure that no single
medium received preferential presentation order.
Figure 5
Presentation Sequences for Stimulus Materials for Each Condition
20 Different Sequences Used
1st set of stimulus materials presented

Low Number
of Media
Conditions
(narrower
palette)

2nd set of stimulus materials presented

1

Softies high visual (ad+coupon)

2

Softies low visual (ad+coupon)

Relief low visual (web+direct)
Relief high visual (web+direct)

3

Relief high visual (ad+direct)

Softies low visual (coupon+web)

4

Relief low visual (ad+direct)

Softies high visual (coupon+web)

5

Softies high visual (ad+web)

Relief low visual (coupon+direct)

6

Softies low visual (ad+web)

Relief high visual (coupon+direct)

7

Relief high visual (coupon+direct)

Softies low visual (ad+web)

8

Relief low visual (coupon+direct)

Softies high visual (ad+web)

9

Softies high visual (coupon+web)

Relief low visual (ad+direct)

10

Softies low visual (coupon+web)

Relief high visual (ad+direct)

11

Relief high visual (web+direct)

Softies low visual (ad+coupon)

12 Relief low visual (web+direct)

Softies high visual (ad+coupon)

13 Softies high visual (ad+coupon+direct+web) Relief low visual (web+ad+coupon+direct)

High Number
of Media
Conditions
(broader
palette)

14 Softies low visual (ad+coupon+direct+web)

Relief high visual (web+ad+coupon+direct)

15 Relief high visual (coupon+direct+web+ad)

Softies low visual (direct+web+ad+coupon)

16 Relief low visual (coupon+direct+web+ad)

Softies high visual (direct+web+ad+coupon)

17 Softies high visual (direct+web+ad+coupon) Relief low visual (coupon+direct+web+ad)
18 Softies low visual (direct+web+ad+coupon)
19

Relief high visual (web+ad+coupon+direct)

20 Relief low visual (web+ad+coupon+direct)

Relief high visual (coupon+direct+web+ad)
Softies low visual (ad+coupon+direct+web)
Softies high visual (ad+coupon+direct+web)
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Main Study Results
Results of the first manipulation check indicated that there was no statistically significant difference
between involvement scores for the Softies test brand (M = 4.30, SD = 1.03) and the Relief-24 test
brand (M = 4.42 , SD = .910), F (1, 142) = .000, p = .983.
Results of the second manipulation check indicated that there was no statistically significant
difference between the mean visual consistency score for the high visual consistency materials (M =
5.48, SD = 1.59) versus the low visual consistency materials (M = 5.50, SD = 1.27), F (1, 142) = .023,
p = .880. A more detailed analysis of the data indicated that a small subset, seven subjects, or five
percent, of the total sample (144 subjects) did perceive the desired manipulation differences between
the conditions. These were the subjects who rated high visual consistency stimulus materials greater
than four on the seven point consistency scale anchored by the statements “very inconsistent/very
consistent” and the low visual consistency stimulus materials lower than four on the same scale. As
a consequence, all key results are reported both for the subset and the total sample.
For the Aad measure, analyses were conducted using a 2 (high versus low visual consistency--within
subjects) x 2 (high versus low number of media--between subjects) x 2 (pain reliever product versus
facial tissue product--within subjects) repeated measures analysis of variance. No significant main
effects were observed for visual consistency, (F (1, 142) = .758, p = .385) or number of media (F (1,
142) = .027, p = .869). In addition, no significant interaction effect (F (1, 142) = .473, p = .493) was
observed between visual consistency and number of media. Also, no significant main effect (F (1, 142)
= .758, p = .385), or interaction effect by number of media (F (1, 142) = .473, p = .493) was found
between mean Aad scores for the two products, facial tissue and pain reliever.
Additional analysis isolated results for the subset of the total sample that reported a perceived
visual consistency difference between the high visual consistency conditions and the low conditions.
Within this subset, there was a significant main effect observed for visual consistency (F (1, 5) =
23.56, p = .005) with the Aad mean score for the high visual conditions significantly higher (M = 5.18,
SD = 1.15) than for the low visual conditions (M = 3.75, SD = .354). The main effect for number of
media was not significant (F (1, 5) = 3.27, p = .130). However, there was a significant interaction
effect between visual consistency and number of media (F (1, 5) = 13.29, p = .015) with the mean Aad
score for the high visual consistency/high number of media condition (M = 6.50, SD = .000)
significantly higher than the mean Aad scores for the other three conditions (see Table 1 below).
Table 1
Attitude Toward the Ad (Aad) Repeated Measures ANOVA Results
Note: Results are for the subset of sample who perceived
visual consistency differences
Condition

M

S.D.

High Visual/High Media*

6.50

.000

High Visual/Low Media

4.65

.877

Low Visual/High Media

3.38

.177

Low Visual/Low Media

3.90

.285

* Difference versus other conditions significant at p =.015
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Results for the Ab measure followed a similar pattern. For the sample subset perceiving visual
consistency differences, there was a significant main effect, but this result did not hold up for the
total sample. Specifically, for the sample subset, a significant main effect was observed for visual
consistency, (F (1, 5) = 15.95, p = .010) with the Ab mean score for the high visual conditions
significantly higher (M = 5.33, SD = .702) than for the low visual conditions (M = 4.37, SD = .854),
but not for number media (F (1, 5) = .195, p = .678). Also, no significant interaction effect was found
for the mean Ab high visual consistency/high number of media condition versus the mean Ab scores
for the other three conditions, F (1, 5) = 1.29, p = .307. Ab results for the total sample revealed no
main effects for either of the two independent variables, visual consistency, (F (1, 142) = .178, p =
.674) or number of media (F (1, 142) = .650, p = .422). No significant interaction effect was found for
the mean Ab high visual consistency/high number of media interaction score versus the mean Ab
scores for the other three conditions, F (1, 142) = 2.39, p = .124. In addition, no significant main
effect (F (1, 142) = .178, p = .674), or interaction effect by number of media (F (1, 142) = .163, p =
.687) was found between the mean Ab scores for the two products, facial tissue and pain reliever.
Similar results were found for the analysis of the Aact measure. Significant results were observed for
the sample subset, but not for the total sample. Specifically, for the sample subset, a significant main
effect for visual consistency was observed, (F (1, 5) = 7.82, p = .038) with the Aact mean score for the
high visual consistency conditions significantly higher (M = 5.29, SD = .989) than for the low visual
consistency conditions (M = 3.90, SD = 1.56), but not for number of media (F (1, 5) = 1.39, p = .292).
And no significant interaction effect was found for the mean Aact high visual consistency/high
number of media condition versus the mean Aact scores for the other three conditions, F (1, 5) = 4.23,
p = .095, although the results approached significance. Aact results for the total sample revealed no
main effects for either of the two independent variables, visual consistency, (F (1, 142) = .265, p =
.607) or number of media (F (1, 142) = .043, p = .836). No significant interaction effect was found for
the mean Aact high visual consistency/high number of media score versus the mean Aact scores for the
other three conditions, F (1, 142) = .265, p = .607. In addition, no significant main effect (F (1, 142) =
. 265, p = . 607), or interaction effect by number of media (F (1, 142) = 2.39, p = .124) was found
between the mean Aact scores for the two products, facial tissue and pain reliever.
For the BI measure, results were not significant for either the sample subset or the entire sample. BI
results for the entire sample revealed no main effects for visual consistency, (F (1, 142) = .538, p =
.464) or number of media (F (1, 142) = .306, p = .581). However, an interaction effect between the
high visual consistency and high number of media variables was found to be approaching
significance for the entire sample. Specifically, the mean BI score for the high visual consistency/
high number of media condition (M = 4.81, SD = 1.454) was higher than for the other three
conditions, although not statistically significant at F (1, 142) = 2.76, p = .099 (see Table 2 below).
Table 2
Behavioral Intentions (BI) Toward the Brand Repeated Measures
ANOVA Results
Note: Results are for the entire sample
Condition

M

S.D.

High Visual/High Media*

4.81

1.45

High Visual/Low Media

4.39

1.80

Low Visual/High Media

4.38

1.77

Low Visual/Low Media

4.55

1.65

*Difference versus other conditions approaching significance at p =.099
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For the sample subset, no significant main effect was observed for visual consistency, (F (1, 5) =
6.24, p = .055, although the results approached significance with the BI mean score for the high
visual consistency conditions directionally higher (M = 5.00, SD = 1.29) than for the low visual
consistency conditions (M = 3.14, SD = 1.57). No significant main effect was observed for number of
media (F (1, 5) = 4.06, p = .100) nor for an interaction effect found for the mean BI high visual
consistency/high media condition versus the mean BI scores for the other three conditions, F (1, 5) =
1.49, p = .276.
The final dependent measure group, recall, also produced mixed results. This group of variables
consisted of three discrete measures: brand name recall, main theme recall, and recall of the correct
number of media (stimulus pieces presented).
For brand name recall, no significant main effects (in fact, exactly equal means) were noted in the
sample subset perceiving visual consistency differences F (1, 5) = .000, p = 1.00, nor for number of
media (F (1, 5) = 5.71, p = .062), although that result approached significance. No interaction effect
was observed for the mean high visual consistency/high number of media condition versus the other
three conditions, F (1, 5) = .000, p = 1.00. For the total sample, no significant main effect was
observed for visual consistency, (F (1, 142) = .025, p = .874) or number of media (F (1, 142) = .872, p =
.352). Results also indicated no interaction effects for the difference between the mean correct brand
recall score for the high visual consistency/high number of media condition and the mean correct
recall scores for the other three conditions, F (1, 142) = .025, p = .874. No statistically significant
main effect (F (1, 142) = .858, p = .356) or interaction effect (F (1, 142) = .054, p = .817) was found for
brand name recall scores between the two products, facial tissue and pain reliever.
The second measure, recall of the main theme of the MC messages, exhibited similar results for the
sample subset. No main effects were noted for visual consistency F (1, 5) = .357, p = .576, or for
number of media (F (1, 5) = 1.79, p = .239). No interaction effect was observed for the mean high
visual consistency/high number of media condition versus the other three conditions, F (1, 5) = .357,
p = .576. For the total sample, no significant main effect was observed for visual consistency, (F (1,
142) = .015, p = .902), nor for number of media (F (1, 142) = 1.62, p = .206). No interaction effect
between the high visual consistency and high number of media conditions were found (F (1, 142) =
.015, p = .902). Also, no significant main effect was found for theme recall scores between the two
products (F (1, 142) = 2.04, p = .156), or for any interaction effect between products and number of
media (F (1, 142) = .151, p = .698).
Results for the final measure, recall of the number of media (stimulus pieces) used in the
experiment, were mixed. For the sample subset, no main effects were noted for visual consistency F
(1, 5) = .357, p = .576, or for number of media (F (1, 5) = .357, p = .576). Nor was any interaction
effect observed for the mean high visual consistency/high number of media condition versus the other
three conditions, F (1, 5) = .357, p = .576 (in fact all measures were exactly equal). For the total
sample, no main effect was found for visual consistency, (F (1, 142) = .090, p = .765) nor for number
of media (F (1, 142) = .057, p = .812). The interaction between the high visual consistency and high
number of media conditions also was not significant, with the mean correct number of pieces score
for the high visual consistency/high number of media condition not significantly greater than the
mean correct number of pieces recall score for the other three conditions, F (1, 142) = .090, p = .765.
Also, no main (F (1, 142) = 1.80, p = .181) or interaction (F (1, 142) = 1.11, p = .294) effects were
found for the number of stimulus pieces recall scores between the two products, facial tissue and
pain reliever.
To summarize the results, only one portion of hypothesis 1A was supported: for the dependent
variable Aad, for the sample subset that perceived visual consistency differences. Hypothesis 1b was
not supported, although BI score differences for the total sample approached significance at the p =
.099 level. Hypothesis 1c was not supported for either the sample subset or for the total sample.
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DISCUSSION
The objective of this study was twofold: to build upon the very thin body of academic experimental
research in the IMC effects area, and to provide practitioners with guidance to encourage them to
study IMC effects at a tactical level in the planning of marketing communications campaigns.
Regarding the first objective, the experiment provides a foundation for researchers to study IMC
effects and may even open a new stream of research into this area in future academic research.
Regarding the second objective, the study’s design and modest findings suggest some opportunities
for marketing communications practitioners (to be discussed below).
Researcher Implications
From a researcher’s perspective, the experiment provided some tentative evidence that an IMC
tactical approach, at least the one suggested here, may yield some positive effects on attitudinal and
behavioral intentions measures. Although only a small portion of the hypothesized effects were
observed, it is possible that future research might benefit from changes in methods that were
highlighted by three issues that arose in this experiment.
The first issue for future researchers relates to sample size. Based on results of the visual
consistency pretest (where a sample of 49 subjects yielded perceived significant differences in the
manipulation of the consistency conditions), the researcher estimated that a sample size of 144
subjects should have been adequate to detect differences in dependent variable measures—if they
existed. Unlike the pretest, however, in the main study, only a small subset of subjects actually
perceived the desired manipulation. This finding suggests two implications for future research.
First, sample size should be increased to allow for the possibility that a significant proportion of the
sample will once again not recognize the desired manipulation. In a larger sample, the subset of
those perceiving the manipulation would also be larger, allowing for much more validity in
comparing conditions. It would also be interesting to replicate this study with a sample of older
consumers, to be able to provide more analysis of possible age-related effects.
The second issue for researchers is the nature of the manipulation: perhaps it was too subtle. In
future research, attempts should be made to heighten the graphic design differences between the
stimulus materials in the two different visual consistency conditions. This could increase the
proportion of subjects perceiving visual consistency differences, and, in conjunction with a larger
sample size, increase the validity of results.
The third issue for researchers relates to the selection of products by involvement level. The design
of this study sought simplicity in controlling the involvement level of the test products by selecting
two average involvement products rather than a mix of products of high, average and low
involvement. Could it be that IMC effects were moderated for average involvement products since
these products stimulated neither high nor low levels of cognitive processing? Would the inclusion of
products with different involvement levels have elicited different effects, not only for the IMC
condition, but for the other conditions as well? Would the inclusion of a high involvement product
encourage more central processing? These questions suggest that future research should consider
the use of test products from multiple involvement levels, perhaps high, average, and low.
Applications for Practitioners
From a practitioner’s perspective, three opportunities emerge:
First, the methods employed in the experiment could be helpful to professionals managing the
marketing communications for smaller brands. These practitioners could adopt some of the basic
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techniques described above as ways of measuring the relative effectiveness of competing marketing
communications campaigns. With minimal expense, clients or their marketing research vendors,
could conduct similar experiments exposing competing sets of marketing communications stimuli to
members of their target audience, and collect some of the key measures recorded in this experiment,
particularly Attitude Toward the Ad (Aad) and Behavioral Intentions (BI) Toward the Brand. Using
these methods, clients could test campaigns featuring different tactical approaches to executing a
marketing communications strategy to determine which is the most effective—prior to spending
scarce resources on a test market or going “live” with a campaign.
Second, practitioners would be wise to follow the guidance to researchers noted earlier about the
sample size and experimental manipulation. The sample size used here, 144 subjects, did not allow
for a large enough subset of individuals who perceived differences in the IMC manipulation.
Practitioners should recruit a larger sample to remedy this issue. They should also consider the
guidance to researchers about manipulation and heighten the graphic design differences between
stimulus materials in the IMC and non-IMC conditions. These modifications to the research design
could help increase the probability of effective—while still affordable—research into IMC effects of
different campaigns.
Third, the partial attitude toward the ad (Aad ) results could spur discussion of IMC at a tactical level
with potential impact on the visual consistency of brand messages across all elements of a brand’s
offering. This, in turn, could have two very practical applications for practitioners managing the
marketing communications for larger brands. On one hand, they could cite this study in an effort to
encourage their marketing communications vendors to work much more closely with one another to
better integrate their message visual consistency efforts. Alternatively, clients could instead opt for
larger agency holding groups or specialized IMC agencies that are already integrating diverse
marketing communications functions under one roof such as package design, web design, direct
marketing, and advertising. In conclusion, this study represents a modest incremental contribution
to the academic study and practical application of IMC, a contribution that could serve as a catalyst
for future research in the field.
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